Frequent shoppers are an important segment of consumers for the clothing industry because they account for a disproportionate amount of sales and profits and play an important role in the fashion diffusion process. The purpose of this study was to test hypothesized characteristics that distinguish frequent shoppers clothing from other buyers. We focused on characteristics that have been studied by previous researchers and characteristics that have received less study, but are no less interesting and potentially important to clothing marketing and management.
differences in buyers by comparing scores on the other measures between the 42 frequent and 309 less-frequent shoppers.
Cross-tabulation revealed that as expected, women (17%) reported being frequent clothing shoppers more than men did (7%) (χ2 (1) = 7.0, p = .008, φ = .14). Although not statistically significant (p = .068), frequent clothing shoppers did report a younger mean age (M = 49 years) than the less frequent shoppers did (M = 53 years). The frequent buyers reported spending more on clothing (M = 4.38) on the nine-point scale. Frequent clothing shoppers also had higher mean scores on all three of the individual difference characteristics, indicating that they use brands to create and express their self-concepts (p = .001), are more likely to acquire social status through consumption (p < .001), and are happier (p = .015) than less frequent clothing buyers.
These results are consistent with other evidence that frequent clothing buyers tend to be younger women spending more than average on clothing. They suggest that this important segment of frequent apparel shoppers not only spend more, they shop for different reasons. Clothing is a means through which they create and express their self-concepts; clothing is part of who they are, want to be, or present themselves to other people. They appear to seek status through the consumption of clothing. Clothing is an important, visible badge of social standing, so we can surmise that frequent buyers are motivated by status needs to buy a variety of clothing and pay attention the brands they use (BESC and SC were correlated .57 (p < .001). These findings do give important insights into the motives of frequent clothing shoppers. In addition, the finding that they report being happier than less frequent shoppers is quite novel.
The findings have the usual limitations of a single study, although the adult sample and confirmation of previous findings lend them credibility. Most importantly, the findings cannot be used to assert causal relationships among the variables. Whether shopping for clothing leads to happiness or vice versa cannot be determined. Nevertheless, the descriptive findings reported here contribute to our understanding of the important frequent clothing shopper segment to the benefit of clothing consumer behavior theory and clothing management alike.
